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ABSTRACT 
To investigate impact of perceived ease of use, third-party assurance seal and 
financial risk on online consumer trust, is the primary goal of this research. This 
impact is investigated through the moderating influence of internet experience. The 
data was collected from 307 students from three universities namely UUM, UniMap 
and USM. This study employed Partial Least Squares Structural equation modeling 
(PLS-SEM) as the major analysis technique, as PLS SEM is comparatively new 
analytical technique in construction. Before testing the model, systematic procedures 
to find the validity and reliability of the outer model were followed as it is the 
standard of SEM data analysis reporting. As the measurement model has been termed 
as valid and reliable, it further tests the hypothesized relationships. Prior to examining 
the hypothesized relationships, the predictive authority of the model was observed and 
described the goodness and verification of the overall model. After that, the structural 
model was analyzed and the results were reported in details. As shown in Table 4.10, 
the hypotheses of HI,  Hs, and H4, were statistically confirmed with the findings of the 
study while H2 was not assisted. Similarly, hypotheses of moderation effect, H5, and 
H7 were also not supported whereas H6 was supported according to the method of 
Baron and Kenny (1 986). The study concludes with some recommendations that can 
be used to guide the online retailers in managing their stores' service quality and 
loyalty. 
Keywords: perceived ease of use, third-party assurance seal, financial risk, online 
consumer trust, internet experience 
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CHAPTER 1 
INTRODUCTION 
1.1 Background of the study 
In the 21S' century, the tremendous use of internet provides a potential platform for 
e-commerce; it has made a way for merchants and manufacturers for doing business 
through online. It was reported by the e-commerce department's Census Bureau that 
the sales of US retail e-commerce is increased by 34.3% in comparison to the third 
quarter of 2001 which is accumulated to $1 1.061 billion in 2002. However, with the 
vast use of internet technologies and internet infrastructure, most of the developed and 
developing countries are doing online business (Jinhu Jiang, 201 3). 
The number of Internet users in 2007 was around 1,114,274,426 million worldwide. 
This is a 209.5% rise in comparison to the year 2000. The five highest countries are 
USA, China, Japan, Germany, and India, in which the number of internet users is 
22.6%, 10.6%, 7.6%, 5.296, and 4.4% respectively. For Malaysia, the users of internet 
are almost the 13,528,200 million users which only make up 3.4% of the Asia Users. 
The growth in the use of internet globally is almost 28% per year (Source: The 
Malaysian Communication and Multimedia Commissions, 2007). So if the trust of 
users increases on internet and they have good experience with internet used, they can 
take risk to buy online, and if there is no fraud the consumer perceived product related 
The contents of 
the thesis is for 
internal user 
only 
REFERENCE 
Aad, G., Abbott, B., Abdallah, J., Abdelalim, A. A., Abdesselam, A., Abdinov, O., ... 
& Allwood-Spiers, S. E. (2012). Search for new physics in the dijet mass 
distribution using 1 fb- 1 of pp collision data at collected by the ATLAS 
detector. Physics Letters By 708(1), 37-54. 
Aganval, R. and Prasad, J. (1997), "The role of innovation characteristics and 
perceived voluntariness in the acceptance of information technologies", 
Decision Sciences, Vol. 28No. 3, pp. 557-82. 
Agarwal, R., & Venkatesh, V. (2002). Assessing a firm 's Web presence: A heuristic 
evaluation procedure for the measurement of usability. Information Systems 
Research, 13(2), 168-186. 
Aghdaie, S. F. A., Piraman, A., & Fathi, S. (201 1). An analysis of factors affecting the 
consumer's attitude of trust and their impact on internet purchasing 
behavior. International Journal of Business and Social Science,2(23), 147- 
158. 
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social 
behavior. Englewood Cliffs, NJ: Prentice-Hall. 
Amoako, G.K. Salam, A.F. (2004). An extension of the technology acceptance model 
in an ERP implementation environment. Information and Management, 4112 
pp, 73 1-745 Beldad , A. Jong , M.d. 
Steehouder, M. (2010), How shall I trust the faceless and the intangible? A literature 
review on the antecedents of online trust . Computers in Human Behavior, 26 
pp, 857-869 
Anderson, J.C. and Gerbing, D.W. (1991), "Predicting the performance of measures 
in a confirmatory factor analysis with a pretest assessment of their substantive 
validities", Journal of Applied Psychology, Vol. 76 No. 5, pp. 732-40. 
Andrews, L. and Boyle, M.V. (2008), "Consumers' accounts of perceived risk online 
and the influence of communication sources", Qualitative Market Research: 
An International Journal, Vol. 11 No. 1, pp. 59-75. 
Andrews, L., Kiel, G., Drennan, J., Boyle, M. and Werawardeena, J. (2007), 
"Gendered perceptions of experiential value in using web-based retail 
channels", European Journal of Marketing, Vol. 41 Nos 516, pp. 640-58. 
Attaran, M. (2000). Managing legal liability of the net: A ten step guide for IT 
managers. Information M anagement and Computer Security, 8(2), 98- 103. 
Retrieved September 23,2004. 
Bellman, S., Lohse, G., & Johnson, E. (1999). Predictors of online buying behavior. 
Communications ofthe ACM , 42(12), 32-38. Retrieved November 12, 2004 
from 
Benamati, J. Serva, M. (2007). Trust and distrust in online banking. Information 
Technology for Development, 131 2 pp, 161- 175 Cazier, J.A. Shao, B.M. 
Louis, D. St. (2006). E-business differentiation through value-based trust. 
Information & Management, 43 pp, 718-727 Chiu, C. M. Huang, H. Y. 
Berman, I., & Mulligan, D. (1999). Privacy in the digital age. Retrieved September 
23,2004, from http://www.cdt.ordpublications/Iawreview/l999nova.shtml 
Bhatnagar, A. and Ghose, S. (2004), "Online information search termination patterns 
across product categories and consumer demographics", Journal of Retailing, 
Vol. 80 No. 3, pp. 221-8. 
Bhatnagar, A.M., Ghose, S. and Rao, H. (2000), "On risk, convenience and internet 
shopping behaviour", Association for Computing Machinery, 
Communications of the ACM, Vol. 43 No. 1 1, pp. 98-1 2 1. 
Biswas, B. and Biswas, A. (2004), "The diagnostic role of signals in the context of 
perceived risk in online shopping: do signals matter more on the web?", 
Journal of Interactive Marketing, Vol. 18 No. 3, pp. 30-45. 
Bourlakis, M., Papagiannidis, S. and Fox, H. (2008), "E-consumer behaviour: past, 
present and future trajectories of an evolving retail revolution", International 
Journal of E-Business Research, Vol. 4 No. 3, pp. 64-76. 
Brislin, R. W. (1 970), "Back translation for cross-cultural research", Journal of 
Applied Psychology, Vol. 1 No. 3, pp. 185-21 6. 
Brown, D. H., & Blevins, J. L. (2002). The safe-harbor agreement between the United 
States and Europe: A missed opportunity to balance the interests of e- 
commerce and privacy online? Journal oflroadcasting & Electronic Media, 
46(4), 565-586. Retrieved September 23,2004 from ProQuest database. 
Brown, M., & Muchira, R. (2004). Investigating the relationship between Internet 
privacy concerns and online purchase behavior. Journal ojElectronic e- 
commerce Research, 5(1), 62-70. Retrieved September 22, 2004 from 
ProQuest database. 
Carroll, K. (1999). e-commerce success may depend on online privacy. Telephony, 
23 7(1 I), 46-48. Retrieved September 22,2004 from ProQuest database. 
Chellappa, R. K., & Pavlou, P. A. (2002). Perceived information security, financial 
liability and consumer trust in electronic e-commerce transactions. Logistics 
Information Management, 15(5), 358-369. Retrieved August 19,2004. 
Chen, L., Gillenson, M., & Sherrell, D. (2002). Enticing online consumers: An 
extended technology acceptance perspective. Information & Management, 
39(8), 705-719. Retrieved March 05,2005 
Chen, P., & Hitt, L. (2002). Measuring switching costs and the determinants of 
customer retention in Internet-enabled businesses: A study of the online 
brokerage industry. Information Systems Research, 13(3), 255-274. Retrieved 
November 12,2004 
Chen, S. C., & Dhillon, G. S. (2003). Interpreting dimensions of consumer trust in e- 
commerce. Information Technology and Management, 4(3), 303-318. 
Retrieved September 13,2004 
Chen, Y.-H. and Barnes, S. (2007), "Initial trust and online buyer behaviour", 
Industrial Management & Data Systems, Vol. 107 No. 1, pp. 21-36. 
Cheung, C. M. K., & Lee, M. K. 0. (2001). Trust in Internet shopping: Instrument 
development and validation through classical and modem approaches. Journal 
ofGlobal Information Management, 9(3), 23 -3 5. 
Cheung, C.M.K. and Lee, M.K.O. (2001), "Trust in internet shopping: instrument 
development and validation through classical and modem approaches", 
Journal of Global Information Management, Vol. 9 No. 3, pp. 23-35. 
Childers, T., Carr, C., Peck, J., & Carson, S. (2001). Hedonic and utilitarian 
motivations for online retail shopping behavior. Journal opetailing, 77(4), 
51 1-535. 
Choi, H., Kim, Y. and Kim, J. (201 I), "Driving factors of post adoption behavior in 
mobile dat services", Journal of Business Research, Vol. 64 No. 1 1, pp. 1212- 
7. Cyr, D. (2008), "Website design, trust and culture: an eight country 
investigation", Proceedings of the Seventh Annual Workshop on HCI 
Research in MIS, 13 December, Paris. 
Chow, S., & Holden, R. (1 997). Toward an understanding of loyalty: The moderating 
role of trust. Journal oJM anagement Issues, 9(3), 275-298. Retrieved 
November. 
Chung, N. Lee, C. K. (201 1). The effect of perceived trust on electronic e-commerce: 
Shopping online for tourism products and services in South Korea. Tourism 
Management, 32 pp, 256-265 
Commerce, B. E., Jarsang, A., & Ismail, R. (2002). The beta reputation system. In In 
Proceedings of the 15th Bled Electronic Commerce Conference. 
Cordy, E. D. (2003). The legal regulation of e-commerce transactions. Journal of 
American Academy ofBusiness, 2(2), 400-408. Retrieved August 19,2004. 
Csikszentmihalyi, M. (1988). Optimal experience: Psychological studies ofjlow in 
consciousness. U K :  Cambridge University Press. 
Csikszentmihalyi, M. (2000). Beyond boredom and anxiety: Experiencing $ow in w 
ork andplay. San Francisco, CA: Jossey-Bass Publishers. 
Cyr, D., Bonanni, C. and Bowes, J. (2005), "Beyond trust: web site design 
preferences across culture", Journal of Global Information Management, Vol. 
13 No. 4, pp. 25-54. 
Dang, Z. M., Yuan, J. K., Zha, J. W., Zhou, T., Li, S. T., & Hu, G. H. (2012). 
Fundamentals, processes and applications of high-permittivity polymer-matrix 
composites. Progress in Materials Science, 5 7(4), 660-723. 
Davis, F. D., & Venkatesh, V. (1996). A critical assessment of potential measurement 
biases in the technology acceptance model: Three experiments. International Journal 
ofluman-Computer Studies, 45(1), 19-45. Retrieved June 03,2005 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer 
technology: A comparison of two theoretical models. M anagement Science, 
35(8), 982-1 003. 
Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in 
buyerseller relationships. Journal ofMarketing, 61 (2), 35-5 1. Retrieved May 
10,2005 
Donoso, P. and Crittenden, V.L. (2008), "Strategic management in Latin America", 
Journal of Business Research, Vol. 61 No. 6, pp. 5 87-9. 
Doolin, B., Dillon, S., Thompson, F. and Comer, J.L. (2005), "Perceived risk, the 
internet shopping experience and online purchase behaviour: a New Zealand 
perspective", Journal of Global Information Management, Vol. 13 No. 2, pp. 
66-88. 
Drennan, J., Sullivan Mort, G. and Previte, J. (2006), "Privacy, risk perception, and 
expert online behaviour: an exploratory study of household end-users", 
Journal of Organisational and End User Computing, Vol. 18 No. 1, pp. 1-21. 
Eighmey, J. (1997). Profiling user responses to commercial Web sites. Journal 
ofAdvertising Research, 3 7(3), 59-66. Retrieved September 26,2004. 
Etcheverry, J. and Nazar, D. (2009), "Internet: El Nuevo Viejo Pascuero", La Tercera, 
Santiago, Saturday, November 28, p. 15. 
Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust, 
satisfaction, and online repurchase intention: the moderating role of perceived 
effectiveness of e-commerce institutional mechanisms. Mis Quarterly, 38(2), 
407-427. 
Fastoso, F. and Whitelock, J. (2007), "International advertising strategy, the 
standardization question in manager studies", International Marketing 
Review, Vol. 24 No. 5, pp. 591-605. 
Fastoso, F. and Whitelock, J. (201 I), "Why is so little marketing research on Latin 
America published in high quality journals and what can we do about it? 
Lessons fi-om a Delphi study of authors who have succeeded", International 
Marketing Review, Vol. 28 No. 4, pp. 435-49. 
Fazio, R.H. and Zanna, M.P. (1981), Direct Experience and Attitude-Behavior 
Consistency, Academic Press, New York, NY. 
Federal Trade Commission (1 999). Privacy policies online: Improving for consumers. 
Consumers Research Magazine, 32(10), 26-30. Retrieved September 23,2004 
Fishbein, M. and Ajzen, I. (1975), Belief, Attitude, Intention, and Behavior: An 
Introduction to Theory and Research, Addison-Wesley, Reading, MA. 
Fishbein, M., & Ajzen, I. (1975). B elief attitude, intention and behavior: An 
introduction to theory and research. Reading, MA: Addison-W esley 
Publishing. 
Forsythe, S., Liu, C., Shannon, D. and Gardner, L.C. (2006), "Development of a scale 
to measured perceived benefits and risks of online shopping", Journal of 
Interactive Marketing, Vol. 20 No. 2, pp. 55-75. 
Fox, S. (2000). Trust andprivacy online: Why Americans want to rewrite the rules. 
Fui-Hoon, N. Fiona, Davis, Sid, (2002),HCI Research Issues in Electronic E- 
commerce, Journal of Electronic E-commerce Research Eastlick, M. A., 
Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller 
relationships. Journal ofMarketing, 58(2), 1-1 9 .  Retrieved July 13,2005 
Garbarino, E. and Strahilevitz, M. (2004), "Gender differences in the perceived risk of 
buying online and the effects of receiving a site recommendation", Journal of 
Business Research, Vol. 57 No. 7, pp. 768-75. 
Gefen, D. and Heart, T. (2006), "On the need to include national culture as a central 
issue in e-commerce trust beliefs", Journal of Global Information 
Management, Vol. 14 No. 4, pp. 1-30. 
George, D., & Mallery, P. (2003). SPSS fo r windows step by step: A simple guide and 
reference. Boston, MA: Allyn and Bacon. 
George, J. F. (2002). Influences on the intent to make Internet purchase. Internet 
Research, 12(2), 165-1 8 1. Retrieved September 27,2004 
Ghosh, A. K. (2001). Strategies for developing policies and requirements for secure 
and private electronic e-commerce. In S. Jajodia (Eds.), e-commerce security 
andprivacy (pp .  68-86). Nonvell, MA: Kluwer Academic Publishers. 
Gillmor, D. (1998). Violating privacy is bad business. Computeworld, 32( 12), 38- 
39. Retrieved September 22,2004. 
Gong, W. (2009), "National culture and global diffusion of business to consumer 
ecommerce", National Culture and Global Diffusion, Vol. 16 No. 1, pp. 83- 
101. 
Grandinetti, M. (1996). Establishing and maintaining security on the Internet. 
Sacramento Business Journal, 13(25), 22-3 8. Retrieved July 15,2005. 
Grando'n, E., Nasco, S. and Mykytn, P. (201 I), "Comparing theories to explain e- 
commerce adoption", Journal of Business Research, Vol. 63 No. 3, pp. 292-8. 
Grau, J. (2010), "US retail e-e-commerce forecast: room to grow", eMarketer reports, 
available at: www.emarketer.com/Report~/A11/Emarketer~2000672.aspx 
(accessed 13 December 2008). 
Greenberg, R., Wong-on-Wing, B. and Lui, G. (2008), "Culture and consumer trust in 
online businesses", Journal of Global Information Management, Vol. 16 No. 
3, pp. 26-44. 
Gregory, B. M. Blessinger, A.A. (2003), Perceptions of no-name recognition business 
to consumer e-commerce trustworthiness: the effectiveness of potential 
influence tactics, Journal of High Technology Management Research , 14 pp, 
71-92 
Ha, H. and Coghill, K. (2008), "Online shoppers in Australia: dealing with problems", 
International Journal of Consumer Studies, Vol. 32 No. 1, pp. 5-1 7. 
Ha, H.Y. (2004), Factors influencing consumer perceptions of brand trust online. 
Journal of Product & Brand Management, 1315 pp, 329-342 
Ha, S. and Stoel, L. (2009), "Consumer e-shopping acceptance: antecedents in a 
technology acceptance model", Journal of Business Research, Vol. 62 No. 5, 
pp. 565-71. 
Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate data 
analysis. Englewood Cliffs, NJ: Prentice-Hall. 
Hair, J.F. Jr. Black, W.C., Babin, B.J. Anderson, R.E. and Tatham, R.L., 2006, 
th 
,,Multivariate data analysis", 6 ed. New Jersey: Prentice Hall. 
Head, M. and Hassanein, K. (2002), "Trust in e-commerce: evaluating the impact of 
third-party seals", Quarterly Journal of Electronic E-commerce, Vol. 3 No. 3, 
pp. 307-25. 
Herna'ndez, B., Jimenez, J. and Martin, M.J. (2010), "Customer behaviour in 
electronic e-commerce: the moderating effect of e-purchasing experience", 
Journal of Business Research, Vol. 63 Nos 911 0, pp. 964-71. 
Hoffman, D. L., Novak, T. P., & Peralta, M. (1 999). Building consumer trust online. 
Communications of the ACM, 42 pp, 80-85 
Hoffman, D. L., Novak, T., & Poralta, M. (1 999). Building consumer trust online. 
Communications ofthe ACM, 42(4), 80-85. Retrieved September 18,2004 
Hofstede, G. (2001), Cultures Consequences: Comparing Values, Behaviours, 
Institutions and Organisations, Sage Publications, Thousand Oaks, CA. 
Hofstede, G., Neuijen, B., Ohayv, D.D. and Sanders, G. (1990), "Measuring 
organizational cultures: a qualitative and quantitative study across twenty 
cases", Administrative Science Quarterly, Vol. 35 No. 2, pp. 286-3 16. 
International Data Corporation (1 999a). Internet e-commerce will rocket to more than 
$I trillion by 2003. 
Jarvenpaa, S. L., Tractinsky, lV., & Vitale, M. (2000). Consumer trust in an Internet 
store. Information Technology and Management, 7(1), 45-71. 
Jarvenpaa, S. Tractinsky, N. (1999). Consumer trust in an Internet store: A cross 
cultural validation. Journal of Computer-Mediated Communication, 5. 
Retrieved on February 18, 2008 from 
http://jcmc.indiana.edu/vol5/issue2/jarvenpaa.html. 
Jarvenpaa, S.L. and Tractinsky, N. (1999), "Consumer trust in an internet store: a 
cross-cultural validation", Journal of Computer Mediated Communication, 
Vol. 5 No. 2, available at: http://icmc.indiana.edu/vol5/issue2/ 
Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (2000), "Consumer trust in an internet 
store", Information Technology and Management, Vol. 1 No. 1, pp. 45-71. 
Javalgi, R. and Ramsey, R. (2001), "Strategic issues of e-commerce as an alternative 
global distribution system", International Marketing Review, Vol. 18 No. 4, 
pp. 376-91. 
Javalgi, R.G., Radulovich, L.P., Pendleton, G, and Scherer, R.F. (2005), "Sustainable 
competitive advantage of internet firms: a strategic framework and 
implications for glob a1 businesses", International Marketing Review, Vol. 22 
No. 6, pp. 658-72. 
Jones, Kiku. Leonard, N.K. (2008). Trust in consumer-to-consumer electronic e- 
commerce. Information & Management, 45 pp, 88-95 
Jones, M. A. (2002). M itigating uncertainty through government intervention: 
Exploring the impact ofiublic policy on Internet privacy concerns. 
Joseph, E. Winston, B.E. (2005). "A Correlation of Servant Leadership, Leader Trust 
and organizational Trust", Leadership & organizational Development journal, 
261 1 pp, 6- 22 
Kakalik, J., & W right, M. (1996). Responding to privacy concerns of consumers. 
Review ofBusiness, 18(1), 15- 18. Retrieved September 22,2004 
Kaplan, S.E. Nieschwietz, R.J. (2003), A Web assurance services model of trust for 
B2C e-commerce. Information Systems, 4 pp, 95-1 14 
Karahanna, E., Straub, D.W. and Chervany, N.L. (1999), "Information technology 
adoption across time: a cross section comparison of pre-adoption beliefs and 
post adoption beliefs", MIS Quarterly, Vol. 23 No. 2, pp. 183-213. 
Keen, P. G. (1 997). Are you ready for trust economy. Computer World, 37(16), 80-8 1. 
Kehoe, C., Pitkow, J., & Morton, K. (1 997). Eighth WWW user survey. 
Kim, C. Tao, W. Shin, N. Kim, N.S. (2010). An empirical study of customers' 
perceptions of security and trust in e-payment systems. Electronic E- 
commerce Research and Applications, 9 pp, 84-95 Kolsaker, A. Payne, C. 
(2002). Engendering trust in e-commerce: a study of gender-based concerns. 
Marketing intelligence & planning, 2014 pp, 206-2 14 
Kim, D.J. Song, Y.I. Braynov, S.B. Raod, H.R. (2005). A multidimensional trust 
formation model in B-to-C e-commerce: a conceptual framework and content 
analyses of academiafpractitioner perspectives, Decision Support Systems, 40 
pp, 143- 16 Kim, M.J. 
Kim, D.J., Ferrin, D.L. and Rao, H.R. (2008), "A trust-based consumer decision- 
making model I electronic e-commerce: the role of trust, perceived risk, and 
their antecedents", Decision Support Systems, Vol. 44 No. 2, pp. 544-64. 
Kimery, K. M., & McCord, M. (2002). Third-party assurances: Mapping the road to 
trust in e-retailing. Journal oflnformation Technology Theory and 
Application, 
Kline, R. B. (2005). Principles and Practice of Structural Equation Modeling (2nd 
Ed.). New York: Guilford Press. 
Korgaonkar, P., & Wolin, L. (1999). A multivariate analysis of Web usage. Journal 
ofAdvertising Research, 39(2), 53-70. Retrieved September 23, 2004. 
Koufaris, M. (2002). Applying the technology acceptance model and flow theory to 
online consumer behavior [Electronic version]. Information Systems 
Research, 13(2), 205-225. 
Kuhlmeier, D. and Knight, G. (2005), "Antecedents to internet-based purchasing: a 
multinational study", International Marketing Review, Vol. 22 No. 4, pp. 460- 
73. 
Lai K.W., Tong W.L., Lai C.F.(2010). Trust factors influencing the adoption of 
internet-based interorganizational systems. Electronic E-commerce Research 
and Applications Lee, M. 
Lamb, C.W, Hair, J. F., & McDaniel, C. (20 1 O).Principles of Marketing.Thomson 
South-western. 
Lee, L.T. (2007). Digital media technology and individual privacy. In C.A. Lin and 
D.J. Atkin (Eds.), Communication technology and social change: Theory and 
implications (pp. 25 7- 279). Mahwah, New Jersey: Lawrence Erlbaum 
Associates, Inc 
Lee, M. (2009). Predicting and explaining the adoption of online trading: An 
empirical study in Taiwan, Journal of Decision Support Systems, 471 2 pp, 13 
3- 142 Lewis, J (1995). Trust as a social reality. Social Forces, 631 4 pp, 96 7- 
985 Li, X. Hess, T.J. 
Li, X. Hess, T.J. Valacich, J.S. (2008).Why do we trust new technology? A study of 
initial trust formation with organizational information systems. Journal of 
Strategic Information Systems, 17 pp, 39-71 
Li, Y.M. Yeh, Y. S. (2010). Increasing trust in mobile e-commerce through design 
aesthetics . Computers in Human Behavior, 26 pp, 673-684 
Liu, C. Marchewka, J.T. Lu, J. Yu, C. S. (2005). Beyond concern-a privacy-trust- 
behavioral intention model of electronic e-commerce. Information & 
Management, 42 pp, 289-304 
Liu, C., Marchewka, J.T. and Ku, C. (2004), "American and Taiwanese perceptions 
concerning privacy, trust, and behavioral intentions in electronic e- 
commerce", Journal of Global Information Management, Vol. 12 No. l ,  pp. 
18-40. 
Lotz, S.L., Wamngton, p. (2006). Understanding online B-to-C relationships: An 
integrated model of privacy concerns, trust, and commitment. Journal of 
Business Research, 59 pp, 877-886 
Lu , Y. Zhao, L. Wang, Bin,(2010), From virtual community members to C2C e-e- 
commerce buyers: Trust in virtual communities and its effect on consumers' 
purchase intention. Electronic E-commerce Research and Applications, 9 pp, 
346-360 
M inistry of Econom ic Affairs (2005). E-commerce survey. Retrieved April 16,2005, 
Maldifassi, J.O. and Canessa, E.C. (2010), "Information technology in Chile: how 
perceptions and use are related to age, gender and social class", Journal of 
Business Research, Vol. 31 No. 3, pp. 273-86. 
March, S.H. (2006). Can the building of trust overcome consumer perceived risk 
online?. Marketing Intelligence & Planning, 2417 pp, 746-761 
Martin, J. and D. Meyerson. (1988). "Organizational Cultures and the Denial, 
Channeling, and Acknowledgement of Ambiguity," in L. Pondy, R. Boland, 
and H. Thomas (eds.), Managing Ambiguity and Change, 93-125, New York: 
Wiley. 
Mayer, R.C. Davis, J.H. (1995)." An Integrative Model Of Organizational Trust", 
Academy of Management Review, 2013 pp, 709- 734 
McCloskey, D. W. (2006). The importance of ease of use, usefulness, and trust to 
online consumers: An examination of the technology acceptance model with older 
customers. Journal of Organizational and End User Computing (JOEUC),18(3), 47- 
65. 
McCole, P., Ramsey, E. and Williams, J. (2010), "Trust considerations on attitudes 
towards online purchasing: the moderating effect of privacy and security 
concerns", Journal of Business Research, Vol. 63 Nos 911 0, pp. 101 8-24. 
McKnight, D.H., Choudhury, V. and Kacmar, C. (2002), "Developing and validating 
trust measures for e-commerce: an integrative typology", Information 
Systems Research, Vol. 13 No. 3, pp. 334-59. 
McKnight, D.H., Kacmar, C.J. and Choudhury, V. (2004), "Dispositional trust and 
distrust distinctions in predicting high- and low-risk internet expert advice site 
perceptions", e-Service Journal, Vol. 3 No. 2, pp. 35-55. 
Merkow, M. S., & Breithaupt, J. (2001). The E-privacy imperative: Protect your 
custom ers' Internet privacy and ensure your cum puny's survival in the 
electronic age. New York, NY: AMACOM. 
Milloy, M., Fink, D., & Moms, R. (2002). M odeling online security and privacy to 
increase consumer purchasing intent. Informing Science. [Electronic version] 
Miyazaki, A. D., & Fernandez, A. (2001). Consumer perceptions of privacy and 
security risks for online shopping. The Journal of Consumer Affairs, 35(1), 
27-45. 
Moorman, C., Deshpande, R., & Zaltman, G. (1993). Factors affecting trust in market 
research relationships. Journal of Marketing, 57(1), 8 1-1 01. Retrieved August 
01,2005. 
Morgan-Thomas, A,, & Veloutsou, C. (2013). Beyond technology acceptance: Brand 
relationships and online brand experience.Journa1 of Business 
Research, 66(1), 21-27. 
Nasco, S., Grandon, E.E. and Mykytn, P.P. (2008), "Predicting electronic e-commerce 
adoption in Chilean SMEs", Journal of Business Research, Vol. 61 No. 6, pp. 
697-705. 
Nowak, G., & Phelps, J. (1995). Understanding privacy concerns: An assessment of 
consumer information related knowledge and beliefs. Journal of Direct 
Marketing, 6(4), 28-39. 
Oliver, R.L. and Bearden,W.O. (1985), "Crossover effects in the theory of reasoned 
action", Journal of Consumer Research, Vol. 12 No. 3, pp. 324-40. 
Ozpolat, K., Gao, G., Jank, W., & Viswanathan, S. (2013). Research Note-The Value 
of Third-Party Assurance Seals in Online Retailing: An Empirical 
Investigation. Information Systems Research, 24(4), 1 100-1 1 1 1. 
Pallant, J. (201 1). Spss survival manual: A step by step guide to data analysis using 
SPSS program (4th Ed.). Crow's Nest, NSW: Allen & Unwin. 
Park, C. H., & Kim, Y. G. (2003). Identifying key factors affecting consumer 
purchase behavior in an online shopping context. International Journal of 
Retail & Distribution Management, 31 (I), 16-30. 
Park, I., Bhatnagar, A. and Rao, H.R. (2010), "Assurance seals, on-line customer 
satisfaction, and repurchase intention", International Journal of Electronic E- 
commerce, Vol. 14 No. 3, pp. 1 1-34. 
Parthasarathy, M. and Bhattacherjee, A. (1998), "Understanding post-adoption 
behavior in the context of online services", Information Systems Research, 
Vol. 9 No. 4, pp. 362-79. 
Peterson, D. Meinert, D. Criswell, J. Crossland, M. (2007), Consumer trust: privacy 
policiesand third-party seals. Journal of Small Business and Enterprise 
Development, 1414 pp, 654-669 
Phelps, J., Nowak, G., & Ferrell, E. (2000). Privacy concerns and consumer 
willingness to provide personal information. Journal of Public Policy & M 
arketing, 19(1), 
Podsakoff, P.M. and Organ, D. (1986), "Self-reports in organizational research: 
problems an prospects", Journal of Management, Vol. 12 No. 4, pp. 531-43. 
Podsakoff, P.M., Mackenzie, S.B., Lee, J.-Y. and Podsakoff, N.P. (2003), "Common 
method biases in behavioral research: a critical review of the literature and 
recommended remedies", Journal of Applied Psychology, Vol. 88 No. 5, pp. 
879-903. 
Prabhaker, P. R. (2000). Who owns the online consumer? Journal of Consumer 
Marketing, 25(4), 329-346. Retrieved September 22,2004. 
Qureshi, I., Fang, Y., Ramsey, E., Mccole, P., Ibbotson, P. and Compeau, D. (2009), 
"Understanding online customer repurchasing intention and the mediating 
role of trust - an empirical investigation in two developed countries", 
European Journal of Information Systems, Vol. 18 No. 3, pp. 205-22. 
Ranganathan, C. Sanjeev, S. (2007). Examining online purchase intentions in B2C - 
commerce: Testing an integrated model, Information Resources Management 
Journal, 201 4 pp, 48-64 Riegelsberger, J. Sasse, 
Ratnasingham, P. (1 998). The importance of trust in electronic e-commerce. Internet 
Research, 8(4), 3 13-321. Retrieved September 22, 2004 from ProQuest 
database. 
Reddy, A. C., & Lyer, R. (2002). A conceptual model of the principles governing 
effective e-e-commerce. International Journal of Management, 19(3), 5 17- 
524. 
Research, Vol. 63 Nos 9/10, pp. 950-6. New Media Trend Watch (2009), "Latin 
America", available at: www.newmediatrendwatch.com/ regional- 
overview11 04-latin-america (accessed 9 March 20 1 1). 
Rice, M. (1997). W hat makes users revisit a Web site? Marketing News, 31(6), 12- 
13. 
Rogers, E. (1995), "Diffusion of Innovationy', 4th Ed., Free Press, New York, NY. 
Rohrn, A.J., Kashyap, V., Brashear, T.G. and Milne, G.R. (2004), "The use of online 
marketplaces for competitive advantage: a Latin American perspective", The 
Journal of Business and Industrial Marketing, Vol. 19 No. 6, pp. 372-85. 
Saeed, K. A., Hwang, Y., & Yi, M. Y. (2003). Toward an integrative framework for 
online consumer behavior research: A meta-analysis approach. Journal of 
End User Computing, 75(4), 1-1 9. Retrieved September 26,2004. 
Salisbury, W. D., Pearson, R. A., Pearson, A. W., & Miller, D. W. (2001). Perceived 
security and World W ide W eb purchase intention [Electronic version]. 
Industrial Management & Data Systems, 101 (3), 165-1 77. 
Schilke, O., Reimann, M., & Thomas, J. S. (2009). When does international 
marketing standardization matter to firm performance?. Journal of 
International Marketing, 17(4), 24-46. 
Seddon, P. B. (1997). A respecification and extension of the DeLone and McLean 
model of IS success. Information Systems Research, 5(3), 240-253. 
Seyed Fathollah Amiri Aghdaie, Amir Piraman and Saeed Fathi (201 1) "147 An 
Analysis o Factors Affecting the Consumer's Attitude of Trust and their 
Impact on Internet Purchasing Behavior"Internationa1 Journal of Business and 
Social Science Vol. 2 No. 23 [Special Issue - December 201 I 
Sheehan, K. B., & Hoy, M. G. (1999). Flaming, complaining, abstaining: How online 
users respond to privacy concerns. Journal ofAdvertising, 28(3), 37-61. 
Shu, J. 0. (2003). ki'entzbing the factors that affect consum ers' willingness to do 
Internet shopping. Unpublished m aster's thesis, Concordia University. 
Singh, N., Fassott, G., Chao, M.C.H. and Hoffmann, J.A. (2006), "Understanding 
international web site usage: a cross-national study of German, Brazilian, and 
Taiwanese online consumers", International Marketing Review, Vol. 23 No. 
1, pp. 83-97. 
Sitkin, S. (1995). Determinants of risky decision-making behavior. Academ y 
ojManagement Journal, 38(6), 1573-1 592. Retrieved February 10,2005. 
Sitkin, S., & Roth, N. (1993). Examining the limited effectiveness of legalistic 
remedies for trustldistrust. Organization Science, 4(3), 367-392. 
Slyke, C. V., Comunale, C. L., & Belanger, F. (2002). Gender differences in 
perceptions of web-based shopping. Communications ofthe ACM, 45(7), 82- 
86. 
Son, M. and Han, K. (201 I), "Beyond the technology adoption: technology readiness 
effects on post-adoption behavior", Journal of Business Research, Vol. 64 No. 
1 1, pp. 1 178-82. 
Stranahan, H. and Kosiel, D. (2007), "E-tail spending patterns and the importance of 
online store familiarity", Internet Research, Vol. 17 No. 4, pp. 421-34. 
Tabachnick, B. G., & Fidell, L.S. (2007).Using multivariate statistics (5th 
Ed.).Boston: Pearson Education Inc. 
Tan, F.B. and Sutherland, P. (2004), "Online consumer trust: a multi-dimensional 
model", Journal of Electronic E-commerce in Organizations, Vol. 2 No. 3, pp. 
40-58. 
Taylor, D.G. and Strutton, D. (2010), "Has e-marketing come of age? Modeling 
historical influences on post-adoption era internet consumer behaviors", 
Journal of Business 
Turban, E. (2001). A trust model for consumer Internet shopping. International 
Journal of Electronic E-commerce, 61 1 pp, 75-91 
Turban, E., & King, D. (2003). Introduction to E-commerce. U pper Saddle River, NJ: 
Pearson Education. 
Udo, G. J. (2001). Privacy and security concerns as major barriers for e-commerce: A 
survey study. Information Management & Computer Security, 9(4), 165-1 75. 
Urban, G.L., Amyx, C. and Lorenzon, A. (2009), "Online trust: state of the art, new 
frontiers and research potential", Journal of Interactive Marketing, Vol. 23 
NO. 2, pp. 179-90. 
Valacich, J.S. (2008).Why do we trust new technology? A study of initial trust 
formation with organizational information systems. Journal of Strategic 
Information Systems, 17 pp, 39-71 
Van Den Poel, D. and Leunis, J. (1999), "Consumer acceptance of the internet as a 
channel of distribution", Journal of Business Research, Vol. 45 No. 3, pp. 
249-56. 
Von Abrams, K. (201 O), "Retail E-commerce in Western Europe", eMarketer reports, 
available at: www.emarketer.com/Reports/A11/Emarketer~2000679.aspx 
(accessed 29 June 201 0). 
Wang, H., Lee, M., & Wang, C. (1998). Consumer privacy concerns about Internet 
marketing. Communications fo r the ACM, 41(3), 63-70. 
Wang, J., Gu, L. and Aiken, M. (2010), "A study of impact of individual differences 
on online shopping", International Journal of E-Business Research, Vol. 6 
No. 1, pp. 52-67. 
Wang, S., Beatty, S.E. and Fox, W. (2004), "Signalling the trustworthiness of small 
online retailers", Journal of Interactive Marketing, Vol. 18 No. 1, pp. 53-69. 
Webster. (2004). new twentieth century dictionary of the English: language, 
unabridged based upon the board foundation laid down, pp, 24-56 
Wresch, W. (2003), "Initial e-commerce efforts in nine least developed countries: a 
review of national infrastructure, business approaches and product selection", 
Journal of Global Information Management, Vol. 11 No. 2, pp. 67-78. 
Wu, G., Hu, X. andWu, Y. (2010), "Effects of perceived interactivity, perceived web 
assurance and disposition to trust on initial online trust", Journal of Computer 
Mediated Communication, Vol. 16 No. 1, pp. 1025-32. 
Yang, Z. and Jun, M. (2002), "Consumer perception of e-service quality: from 
internet purchaser and non-purchaser perspectives", Journal of Business 
Strategies, Vol. 19 No. 1, 
Yeh , Y.S. Li, Y.M.(2009). Building trust in e-commerce: contributions from quality 
and satisfaction. Online Information Review, 3316 pp, 1066-1 086 
Yeh, Y.S. Li, Y.M. (2009), Building trust in e-commerce: contributions from quality 
and satisfaction. Online Information Review, 331 6 pp, 1066-1086. 
Yen, C. H. (2010). Antecedents of trust in online auctions. Electronic E-commerce 
Research and Applications, 9 pp, 148-159 Davis, F. D. (1989).11 Perceived 
Usefulness, Perceive Ease of Use, and User Acceptance Information 
Technology!. MIS Quarterly. 13pp, 3 19-339 
Yu, C.S. Tao, Y.H. (2009). Understanding business-level innovation technology 
adoption. Technovation. 29 pp ,92-109 
Zendehdel, M., & Paim, L. H. (2015). Investigating the Perceived Innovation 
Attributes, Toward Online Shopping in Malaysia. Asian Journal of Social 
Sciences & Humanities Vol, 4,2. 
